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胁，由此勾画出 LXL 纺织集团的战略态势，并且得出结论：LXL 纺织集团进
行战略转型升级，在理论上具有可能性，在实践上具有可行性。本文 后描绘
出 LXL 纺织集团战略转型的具体路径选择，即由代工生产模式逐步转向自主品
牌经营模式， 后提出 LXL 纺织集团的战略转型的实施策略。 
 
 



























Using strategic management theories and models, including the PEST Tool, 
Porter's Five Forces Analysis, Boston Matrix (SWOT), Global Value Chain Theory 
and Industrial Upgrading Theory, this paper systematically analyzes the current 
domestic and international environment and industrial competitive status quo that the 
Chinese textile industry is facing, suggesting the Original Equipment Manufacturer 
(OEM) status quo of the Chinese textile industry and the series of problem it will 
face in the long-term development process. In the context of the deep adjustment of 
the global industrial chain and according to the development plan and requirements 
that the China Textile Industry Association outlined in the ‘12th Five-Year 
Scientific and Technological Progress of Textile Industry’, we discuss the need for 
Chinese textile enterprises to implement strategic transformation and its feasibility, 
sum up the general model and path of industrial upgrading for the OEM enterprises, 
investigate several possible paths of industrial upgrading for the Chinese textile 
industry with respect to its own specific characteristics. Then, this paper takes the 
LXL Textile Group as a study case, a continuing enterprise in the real world, gives 
an detail analysis of its development history, institutional settings, production and 
energy scale, geographical distribution, value units, etc., sums up the group’s 
competition advantages and disadvantages, the opportunities and threats that being 
or will be faced by the group, thus lays out the strategic posture of the LXL Textile 
Group and finaly concludes that implementing strategic transformation is possible 
theoretically and feasible practically for the LXL Textile Group. At last, we depict a 
specific transformation path for LXL Textile Group to choose, which is gradually 
shifting from OEM model to Own-brand model. At the end of this paper, we provide 
some valuable strategy for LXL Textile Group to implement such strategic 
transformation successfully. 
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以 LXL 纺织集团为例，通过对 LXL 纺织集团进行深入细致地分析，勾画出 LXL
纺织集团的战略势态，根据战略势态演绎出 LXL 纺织集团战略转型的路径选
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